Abstract
Introduction

18
In markets where information abounds, attention is a scarce 19 resource that businesses compete for with increasing fierceness.
20
Every day, the average consumer is confronted with more than (and of its impact on WTP) than actual purchases, since 214 consumers often claim an intention to purchase products that 215 they will not actually buy (Juster 1966; Manski 1990 advertised on the subjects' screens during the lab experiment.
300
The logo and name of one of the brands was also advertised on 301 mugs that all subjects could purchase after playing the game.
302
Two weeks after the experiment, we administered a survey to 303 measure recall and recognition of the two advertised brands.
304
The Primary Task
305
The primary task consisted of a Tetris-inspired computer 306 game that we designed so that we could control the appearance when a pile of blocks reaches the top of the screen (see Fig. 1a ).
316
The Interruption
317
The interrupting ad consisted of an image appearing at the appreciations across participants should be as low as possible.
357
The two resulting brands were "Colar" and "Azert" (mean aspects of the game that may have been unclear.
415
The game was pre-installed on lab computers. Subjects were would be determined by an auction mechanism.
435
While the advertising that interrupted the game was either for 1 We tested whether a subject's score influenced his or her willingness to pay after the game, and found no correlation between the two measures.
are affordable for the subjects, allow for sufficient variance of 448 valuations across subjects, and can be used by most subjects.
449
Furthermore, in our case, mugs offered a large enough surface to 450 display a brand, and -being very common, standard products -451 helped us to more precisely disentangle the effect of the brand 452 printed on them from the effect of the product valuation itself.
453
An often employed mechanism to elicit truthful revelations 454 of the subjects' WTP in comparable studies is the Becker- 
Experimental Conditions
525
We tested Hypotheses H1 and H2 during the lab experiment 526 using a 2 × 2 between-subjects design. The experiment consisted 527 of two "associated" conditions and two "control" conditions.
528
Associated conditions:
529
• In the mug-associated conditions, the company whose 530 advertising appeared during the game (Colar) was the same 531 company whose logo and name were advertised on the mugs.
532
• In the mug-not-associated condition, the company whose 533 advertising appeared during the game (Azert) was a different 534 company than the one whose logo and name were advertised conditions, all subjects were informed that they could close the 569 advertising interruption by clicking on the image, although 570 some subjects were exposed to Colar and some to Azert screen 571 ads. Since control generally promotes positive attitudes, we 572 expected that subjects exposed to the ad during the game would 573 still assign the mug a lower value than participants who had were slightly over-represented in Condition 2, though the 594 difference across conditions was not statistically significant.
595
The age of participants ranged from 18 to 56 years old (mean: (Table 2) . 3 We did not 600 find any statistically significant effects of the day of the session, 
613
Because most subjects' reservation prices were lower than $2, 614 the mug was actually sold to only two participants (since only 615 subjects who had indicated reservation prices equal to or larger 616 than the session price -randomly drawn between 50 cents and 617 $10 at the end of each session -were sold the mug). H1 and the discussion further below).
618
647
Our primary research question focused on whether advertis- subtle to be teased out with our sample size.
690
The negative effect of the interruptions would appear to be 691 diminished when participants are given some control over the 692 appearance of the ad. When contrasting the WTP for the Colar Condition 4: $0.97 Fig. 3 . Distribution of WTP (from $0 to $8) across the four experimental conditions. 4 The two outliers who offered significantly higher amounts for the mug than all other participants were both subjects in a mug-not-associated condition. 5 The model and the coefficient for the dummy variable for the associated condition remain significant (at the 10%) after eliminating the outlier subject (who offered to buy the mug at $8). To control for possible heteroskedasticity, we also ran a robust version of the Tobit model which confirmed the results presented above: the associated control coefficient remained negative and significant at the 5% level. Other alternative semi-parametric censored model tests (see Chay and Powell 2001) between the two distributions to be not significant, and the 699 censored regression (see Table 4 , fourth column) confirms that 700 the dummy for the mug-associated conditions is positive, as 701 expected, but not significant (at the 10% level).
702
As a robustness check, we hypothesized that the presence or Finally, the last column in Table 4 presents the results of a not associated with the ad) is, as hypothesized, not significant.
728
Recall and Recognition
729
After the experiment, we tested participants' recall and Obviously, subjects in the associated conditions had been 743 more exposed to a brand (Colar) than subjects in the non-744 associated conditions. In the associated conditions, subjects saw 745 the Colar brand both in the ads on the screen and on the mug,
746
and were then asked to purchase the latter; in the non-associated 747 conditions, subjects were separately exposed to Azert (in the First, we investigated whether the participants recalled 754 seeing an ad on the screen during the mobile game test. More 
6 After removing one outlier (who reported a WTP of $8), the mean WTP decreases to $1.05.
7 Also when removing two outlier observations (in terms of WTP), the associated treatment dummy remains significant at the 5% level. Furthermore, the associated treatment dummy remains significant also when removing the interaction term (at the 5% level in the original dataset and at the 10% after removing the outliers). 8 Bringing home the mug after the experiment could also have enhanced a subject's recall of Colar. As we noted above, even though 100 of our subjects tried to purchase the mug, the mug was sold to only two of them. 
795
In other words, we found that subjects in the mug-associated 796 condition were more likely to correctly recall the Colar brand. isolate and an effect of interruptions on willingness to pay.
997
In addition, our design consisted in a laboratory experiment 
